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FEDERAL  TRADE  COMMISSION 

agency:  Federal  Trade  Commission. 
action:  Final  Consumer  Program  in  Voluntary  Compliance 
with  Executive  Order  No.  12160  Providing  for  Enhancement 
and  Coordination  of  Federal  Consumer  Programs. 

summary:  On  September  26, 1979,  the  President  issued  an 
Executive  Order  designed  to  improve  the  management, 
coordination,  and  effectiveness  of  agency  consumer 
programs.  Although  the  Federal  Trade  Commission  is  an 
independent  regulatory  agency  not  subject  to  this  Executive 
Order,  it  has  determined  to  comply  voluntarily  with  the 
Order. 

EFFECTIVE  DATE:  July  9,  1980. 

ADDRESS:  Office  of  the  Secretary,  Federal  Trade 
Commission,  6th  &  Pennsylvania  Avenue,  N.W.,  Room  136, 
Washington,  DC  20580. 

FOR  FURTHER  INFORMATION  CONTACT:  Chuck  Shepherd, 
Associate  Director  for  Consumer  Education,  Bureau  of 
Consumer  Protection,  (202)  724-1870. 

SUPPLEMENTARY  INFORMATION:  Since  its  publication  in  the 
Federal  Register  on  December  10, 1979,  the  FTC’s  draft 
consumer  program  has  undergone  internal  review  by  key 
staff  members  and  the  Chairman  of  the  agency,  and  the  final 
program  was  approved  by  the  Commissioners. 

Public  comment  on  the  program  was  helpful,  but  few 
comments  were  received.  The  FTC  received  one  comment 
from  a  consumer  group  on  the  agency’s  specific  program,  two 
comments  from  consumer  organizations  on  consumer 
programs  in  general,  three  comments  from  companies  on  the 
specific  FTC  program,  and  four  comments  from  consumers 
who  are  apparently  unaffiliated  with  any  organization. 

The  strengths  of  the  program  are  the  agency’s  public 
participation  program  for  rulemakings,  the  consumer 
information  program,  the  agency’s  internal  complaint¬ 
handling  procedures,  and,  most  obviously,  the  overall 
mission  of  the  FTC  in  assuring  that  consumers  get  the  benefit 
of  fair  play  from  the  marketplace. 

The  major  weakness  of  the  draft  program  was  outreach  on 
matters  other  than  rulemaking.  That  area  has  been 
considerably  strengthened  in  the  final  program. 

As  to  the  individual  comments,  one  company  suggested 
the  agency  do  more  industry  education  and  criticized  the 
language  in  news  releases  and  education  materials  as  being 
too  lawyerly. 

Another  company  comment  suggested  the  agency  use 
newspapers  for  publication  of  consumer  notices. 

Two  consumer  groups  submitted  general  comments  which 
took  the  form  of  position  papers  on  the  requirements  of  the 
Executive  Order,  giving  it  depth  and  breadth,  rather  than 
specific  review  of  the  FTC’s  program. 

A  consumer  organization  suggested  that  the  agency 
develop  consumer  materials  specifically  with  the  elderly  in 
mind. 

The  four  comments  received  from  consumers  contained 
only  encouragement  for  the  agency  for  specific  components 
of  its  consumer  program. 

The  only  oral  comments  pertinent  to  the  draft  FTC 
program  concerned  the  need  for  specific  consumer  education 
programs  targeted  to  consumers  for  whom  English  is  not  the 
primary  language. 

In  modifying  the  draft  program  to  produce  the  final 
program,  FTC  staff  considered  all  the  formal  comments, 
comments  and  criticisms  from  officials  in  the  Bureau  of 
Consumer  Protection,  and  especially  comments  and 
criticisms  from  staff  members  of  the  Consumer  Affairs 
Council. 


The  FTC  decided  to  upgrade  its  outreach  program  on 
matters  other  than  rulemaking  and  to  state  explicitly  that 
copies  of  the  consumer  program  will  be  distributed  to  all 
employees  and  that  periodic  management  reviews  will 
include  questions  on  the  implementation  of  the  consumer 
program. 

In  response  to  specific  comments,  the  FTC  has  produced 
and  will  continue  to  produce  education  materials  directed  to 
audience  segments  that  need  them,  including  the  elderly  and 
Spanish-speaking  people.  For  example,  FTC  radio  campaigns 
routinely  include  Spanish-language  spots. 

I.  CONSUMER  AFFAIRS  PERSPECTIVE 

Unlike  other  federal  agencies  which  have  the 
responsibility  of  policing  a  particular  segment  for  the 
economy,  such  as  communications  or  interstate 
transportation,  the  Federal  Trade  Commission  has  a 
responsibility  of  ensuring  that  businesses  across  the  entire 
range  of  the  economy  are  dealing  fairly  with  consumers.  The 
Commission  is  statutorily  charged  with  prohibiting  “unfair 
methods  of  competition”  and  “unfair  or  deceptive  practices” 
in  or  affecting  commerce.  Accordingly,  the  Commission  does 
not  have  one  indentifiable  office  handling  consumer  affairs. 
Rather,  the  entire  agency  is  devoted  actively  to  furthering  the 
interests  of  consumers  and  ensuring  that  the  consumer 
affairs  perspective  is  considered  fully  in  the  development 
and  review  of  all  agency  rules,  policies,  and  programs. 

Indeed,  staff  members  are  hired  and  promoted  in  large  part 
on  their  ability  to  detect  and  remedy  unfairness  and 
deception  to  consumers  in  the  marketplace. 

II.  CONSUMER  PARTICIPATION 

Established  procedures  at  the  Federal  Trade  Commission 
ensure  the  early  and  meaningful  participation  by  consumers, 
small  businesses,  and  other  interested  parties  in  their 
development  and  review  of  agency  law  enforcement 
initiatives,  rules,  policies,  and  other  programs.  The  Bureau  of 
Consumer  Protection’s  Office  of  Consumer  Education 
publishes  a  quarterly  brochure  describing  in  detail  each 
consumer  protection  program  and  listing  the  name  and 
phone  number  of  a  contact  person.  The  brochure  is  mailed  to 
over  5,000  consumer  organizations,  consumer  reporters, 
opinion  leaders,  government  offices,  and  business 
organizations  to  encourage  their  participation  in  FTC 
activities. 

The  Bureau  of  Consumer  Protection’s  Office  of  Planning 
has  developed  a  kit  to  solicit  the  views  and  suggestions  of  a 
variety  of  national  and  local  organizations  about  the  subject 
areas  in  which  consumers  are  most  interested.  Those  results 
will  be  tabulated  and  become  a  part  of  the  policy  planning 
process  at  FTC. 

Commission  investigations  often  are  initiated  as  a  result  of 
consumer  inquiries.  These  investigations  sometimes  lead  to 
adjudicative  orders.  In  any  matter  where  a  consent  order  is 
negotiated,  that  order,  after  it  is  accepted  by  the 
Commission,  is  placed  on  the  public  record  for  sixty  days  for 
the  receipt  and  consideration  by  the  Commission  of 
comments  by  interested  individuals.  After  receipt  and 
consideration  of  these  comments,  the  Commission  may 
decide  to  withdraw  its  acceptance  of  the  consent  order,  seek 
a  modification  to  it  or  insure  it  as  accepted.  Information 
concerning  these  consent  orders  is  distributed  through  the 
agency’s  Office  of  Public  Information  and  Office  of  the 
Secretary.  Comments  on  accepted  consent  orders  are 
received  in  the  Office  of  the  Secretary. 

In  trade  regulation  rulemaking  proceedings,  consumer 
participation  is  available  through  several  procedures.  Trade 
regulation  rules  may  be  commenced  by  the  Commission 
upon  its  own  initiative  or  pursuant  to  a  written  petition  from 
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any  interested  person.  If  a  petition  is  not  deemed  sufficient 
to  warrant  beginning  a  rulemaking,  the  petitioner  is 
expressly  notified  of  the  Commission’s  decision  and  given 
the  opportunity  to  submit  additional  information.  If  a 
rulemaking  is  commenced,  initial  notice  of  proposed 
rulemaking  is  published  in  the  Federal  Register  and  made 
available  to  all  interested  individuals.  The  notice  includes, 
among  other  things,  the  substance  of  the  proposed  rule  or  a 
description  of  the  issues  involved,  the  reasons  for  the  rule, 
and  the  request  for  comments.  The  rulemaking  proceedings 
provides  several  opportunities  for  interested  individuals  to 
submit  written  comments  on  the  issues  and  to  participate  in 
the  rulemaking  proceeding.  Public  notice  of  these 
proceedings  is  made  through  the  Office  of  Public 
Information,  as  welt  as  in  the  Federal  Register. 

Since  1975,  the  Commission  has  had  a  public  participation 
program  designed  to  provide  compensation  for  certain  costs 
incurred  by  individuals  representing  an  interest  in  a 
rulemaking  that  otherwise  would  not  be  represented 
adequately  in  the  proceeding.  Recipients  must  represent  a 
point  of  view  which  is  necessary  for  a  fair  determination  of 
the  rulemaking  issues,  and  be  unable  to  bear  the  full  costs  of 
such  representation.  This  program  is  directed  by  the  Special 
Assistant  for  Public  Participation,  Office  of  the  General 
Counsel.  A  major  outreach  effort  involves  conducting 
seminars  or  workshops  to  explain  the  rule  proposal  and  to 
encourage  participation  in  the  rulemaking  proceeding  and 
applications  for  reimbursement  from  qualified  persons  or 
groups.  The  Commission,  through  its  Office  of  Federal-State 
and  Consumer  Relations,  has  conducted  several  one-day 
seminars  concerning  specific  rulemaking  proceedings. 
Additionally,  the  agency  has  published  and  distributed 
widely  two  booklets  designed  to  inform  all  individuals  of  the 
rulemaking  and  public  participation  programs.  “Rulemaking 
and  Public  Participation  Under  the  FTC  Improvement  Act” 
and  “Applying  for  Reimbursement  for  FTC  Rulemaking 
Participation”  are  available  from  the  Office  of  the  Secretary 
of  the  Federal  Trade  Commission. 

Consumers  attending  open  sessions  of  the  FTC  (open 
meetings,  oral  arguments  on  cases  in  litigation,  and  oral 
presentations  to  the  commissioners  on  trade  regulation 
rulemakings)  are  given  an  orientation  brochure  on  the 
meetings  process  as  well  as  any  specific  papers  that  can  be 
provided  relating  to  the  subject  matter  of  the  meeting. 

III.  INFORMATIONAL  MATERIALS 

Through  its  consumer  education  program,  the  Federal 
Trade  Commission  produces  and  distributes  materials  to 
consumers  on  three  broad  topics.  Information  about  the 
agency’s  responsibilities  and  services,  including  descriptions 
of  FTC  law  enforcement  programs  and  the  identification  of 
program  directors;  semiannual  publications  listing 
investigations  and  reports  upon  which  action  is  scheduled; 
and  publications  explaining  the  FTC’s  role  in  the 
marketplace,  are  updated  regularly  and  are  available  from 
the  Office  of  the  Secretary.  Additionally,  the  Office  of 
Consumer  Education,  Bureau  of  Consumer  Protection,  makes 
regular  mailings  of  these  informational  materials  to 
consumer  organizations  and  to  any  requesters.  Procedures 
for  consumer  participation  also  are  published  and  cover 
specific  programs  such  as  public  participation  in  rulemaking. 

The  Federal  Trade  Commission  provides  information  on 
consumer  rights  and  remedies  through  an  assortment  of 
publications  available  from  the  Office  of  the  Secretary, 
public  service  announcements  distributed  to  radio  and 
television  stations,  and  public  service  notices  made 
available  to  print  media.  The  Office  of  Consumer  Education, 
Bureau  of  Consumer  Protection,  is  responsible  for  planning 


and  carrying  out  the  agency’s  consumer  information  program 
and  assessing  its  currency,  completeness,  and  utility  of 
current  materials.  In  1979,  the  Commission  distributed 
television  public  service  announcements  on  the  Equal  Credit 
Opportunity  Act  and  the  Commission’s  Mail  Order  Trade 
Regulation  Rule.  One  additional  television  PSA  will  be 
prepared  and  distributed  in  Fiscal  1980.  Radio  PSA’s  on 
warranties  laws,  the  cooling  off  rule  for  door-to-door  sales, 
and  the  Equal  Credit  Opportunity  Act  were  distributed  in 
1979. 1980  plans  call  for  radio  PSA’s  on  shopping  for 
bargains  in  eyeglasses,  debt  collection,  mail  order  rule,  and 
two  other  areas.  These  radio  PSA’s  also  include  Spanish 
language  versions.  The  Commission  plans  to  produce  four 
print  media  public  service  notices  per  year.  1980  plans 
include  notices  on  the  mail  order  rule  and  generic  drugs. 

The  Commission  provides  two  types  of  written 
informational  materials  for  consumers.  These  include  “Facts 
for  Consumers,”  which  are  plain  language  fact  sheets  of  the 
law  on  various  topics  of  FTC  jurisdiction.  Seventeen  topics, 
such  as  vocational  schools,  gasoline  saving  devices,  and 
various  credit  statutes,  are  covered.  Second,  the  Commission 
produces  approximately  six  brochures  per  year  on  trade 
regulation  rules,  statutes,  or  other  areas  of  FTC  jurisdiction. 
These  brochures  generally  are  four  to  six  pages  in  length  and 
have  been  issued  on  subjects  such  as  care  labeling,  equal 
credit  opportunity,  and  warranties  law.  A  complete  list  of  the 
titles  of  these  fact  sheets  and  brochures,  as  well  as  copies  of 
individual  fact  sheets  and  brochures,  are  available  from  the 
Office  of  the  Secretary.  Additionally,  some  of  the 
Commission’s  brochures  are  distributed  through  the 
Consumer  Information  Center  of  the  General  Services 
Administration. 

The  consumer  information  program  is  wholly  separate 
from,  and  in  addition  to,  the  regular  services  to  the  media 
(press  releases,  fact  sheets)  provided  by  the  Office  of  Public 
Information. 

IV.  EDUCATION  AND  TRAINING 

Because  the  Federal  Trade  Commission  works  wholly  to 
serve  the  right  of  consumers  to  fair  play  in  the  marketplace, 
each  staff  member  is  evaluated  for  retention  and 
advancement  in  part  on  his  or  her  ability  to  serve  consumers. 
Service  to  consumers  refers  to  the  agency’s  helpfulness  to 
consumers  requesting  assistance  as  well  as  development  of 
consumer  policy. 

The  agency  will  distribute  the  final  consumer  program  to 
each  employee  at  the  FTC.  Requirements  of  the  consumer 
program  will  be  built  into  management  review  sessions  at 
the  agency  so  that  a  periodic  reattentiveness  to  the  consumer 
program  is  ensured. 

The  Federal  Trade  Commission  provides  direct  services  to 
consumers  in  several  areas,  including  processing  of 
information  requests  and  consumer  complaints,  public 
participation  in  the  rulemaking  program  and  the  consumer 
education  program.  Specialized  training  has  been  provided 
to  the  individuals  staffing  the  information  and  complaints 
sections  of  the  Office  of  the  Secretary  to  ensure  that 
consumer  inquiries  and  complaints  are  answered  properly 
and  expeditiously. 

V.  COMPLAINT  HANDLING 

The  Office  of  the  Secretary  generally  oversees  the 
complaint  handling  procedures  of  the  agency.  To  ensure  a 
complete  and  timely  response,  specific  complaints  may  be 
answered  by  staff  within  the  Secretary’s  Office  or  may  be 
referred  to  staff  within  the  bureaus  or  to  staff  in  regional 
offices.  Paralegals  with  expertise  in  specific  subject  areas 
answer  consumer  inquiries  in  the  Office  of  the  Secretary. 
While  the  Commission  does  not  act  to  resolve  private 
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controversies  between  consumers  and  businesses,  the 
Commission  does  use  consumer  complaints  in  determining 
how  to  allocate  the  Commission’s  resources  toward  fulfilling 
its  statutory  responsibilities.  In  responding  to  or 
investigating  complaints,  staff  may  provide  information 
concerning  steps  that  are  necessary  to  ensure  compliance 
with  existing  law  or  provide  consumers  with  information 
that  will  assist  them  in  the  marketplace.  Information  about 
each  consumer  complaint,  including  company  name,  product, 
and  alleged  violation,  is  captured  by  computer  for 
management  reports  and  for  future  policy  planning.  The 
Secretary  of  the  Commission  produces  a  quarterly  report  on 
the  categories  of  the  complaints  received.  This  report  lists 
the  types  of  violations,  the  percentage  of  all  complaints  that 
the  particular  violation  commanded,  the  rank  among  all 
types  of  violations,  and  the  rank  for  the  previous  quarter. 

Consumers  may  make  inquiries  or  file  complaints  at  any  of 
the  following  places: 

Federal  Trade  Commission, 

Public  Reference  Branch, 

6th  &  Pennsylvania  Avenue,  N.W., 

Room  130, 

Washington,  DC  20580, 

(202)  523-3598. 

Federal  Trade  Commission,  150  Causeway  Street,  Boston, 
Massachusetts  02114,  (617)  223-6621. 

Federal  Trade  Commission,  28  Federal  Plaza,  New  York,  New 
York  10007,  (212)  264-1207. 

Federal  Trade  Commission,  118  St.  Clair  Avenue,  Cleveland.  Ohio 
44114,  (216)  522-4207. 

Federal  Trade  Commission,  1718  Peachtree  Street  NW,  Atlanta, 
Georgia  30309,  (404)  881^1836. 

Federal  Trade  Commission,  55  East  Monroe  Street,  Chicago, 

Illinois  60603,  (312)  353-4423. 

Federal  Trade  Commission,  1405  Curtis  Street,  Denver,  Colorado 
80202,  (303)  837-2271. 

Federal  Trade  Commission,  2001  Bryan  Street,  Dallas,  Texas 
75201,  (214)  767-0032. 

Federal  Trade  Commission,  11000  Wilshire  Boulevard.  Los 
Angeles,  California  90024,  (213)  824-7575. 

Federal  Trade  Commission,  450  Golden  Gate  Avenue,  San 
Francisco,  California  94102,  (415)  556-1270. 

Federal  Trade  Commission,  915  Second  Avenue.  Seattle, 
Washington  98174,  (206)  442-4655. 

None  of  the  telephone  numbers  is  toll-free. 

VI.  OVERSIGHT 

Because  the  mission  of  the  Federal  Trade  Commission 
actively  furthers  the  interest  of  all  consumers,  it  is 
inappropriate  for  the  agency  to  have  a  single  indentifiable 
official  whose  sole  responsibility  is  to  provide  direction, 
coordination,  and  oversight  of  the  agency’s  consumer 
activities.  For  the  purpose  of  voluntary  compliance  with  the 
Executive  Order,  the  following  individuals  are  designated  to 
report  directly  to  the  Commission  on  the  potential  impact  of 
consumers  of  policy  and  law  enforcement  initiatives: 
Executive  Director  (primary  responsibility  for  overall  agency 
policy  implementation  and  coordination  of  consumer 
education  activities):  Director,  Bureau  of  Consumer 
Protection  (for  the  Consumer  Protection  Mission);  Director, 
Bureau  of  Competition  (Competition  Mission);  General 
Counsel  (Public  Participation  in  Rulemaking  Programs). 

By  direction  of  the  Commission. 

Carol  M.  Thomas, 

Secretary. 
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